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Mike Murphy, Member
Washington state Liquor Control B~ard

O1Ympla, We. 98504

Dear Hike:

yesterday I appeared on the Seattle TOday televlslon wn~ram with
Dr. Bergman of the Washington state Me~eal Association,
d~bating, once again the s~ibJeut of alcohol beverage,
particularly beer advertising.

 -RIORITY

¥1nally, aftermany such d~bates, ~J1tervlews, articles
test~ony on the s~Ject by ~I conceded/ Dr.
revealed the plain ~d s~le ~ on his
p~posals bef~o~~~ ~he W~On ~glsla~e.

In response to the host’s direct ~uestlon, "What proof do you
have that these [beer) a~ver~laemen~s are e££ee%Ing teenagers
directly?", Dr. BeE~an replle~, "I don’t have proof." He went
on to-say (i~ part) that "Scientific studies on the sn~Jectwould
be impossible."

We agree with Dr. Bergen’s ~irs% point. He doesn’t have proof
that these ads effec~ kids in any way an~ proof d~esn’t exist.
There are however, many solentlflc st~les which "prove" there
~s n__o effect of a~ver~Is~n~ on either consumption or ab~se by
a~yome.

~n 1988, Professe~ Reg~J1ald SmaZ~ of the ~ic~Ion Research
zoundation reviewed all existing s¢~e~tlfi¢ resear=h on
sub~ect and w~ote, "The evidenceindfcates that ad.ba~s do not
reduce alcohol sa~es, total adver~Lsing expenditures have no
relieble correlation with sales o~ al¢oholl~ beverages and
studies show no effect #f advertising

Xn 1985, a Federal Trade Co=~isslon investigation sa~d, "Our
review on the quantitative effeot of alcohol advertising on
consumption and abuse, fo"nd~o tellable basis to~onclude ~ha~
alcohol advertising slgni~leantly effects consumption, let alone
ab~se..

~, a 198~ su~-wey o£ alcohol research data by %he
b~partisan congressional Office of Technology Assessment said,
"The most reliable predlcator of drinking among youths ~s the
dr~nklng behavior of their parents, although peers have an
~mportant influemce."
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There£ore, x once again stare T~e Washln~ton Beer & Wine
Wholesalers A~soulatlon o~oa~lo~ ~o ~he pro~ge~ re~a~on
~hmng~s before ~U ~d s~nc~ely hope you ~II see ~ou~

proponent~ of ~8 ~atlon ~, ~d vot8 n~

Re~lations cu~tly say (~n p~) that a~l adve~is~g
~n good t,st~ .... shall not promote ov~-eons~pn~on .... ~d, shall
not contain ~ng to a~eal ~ ~na ~d~r l~gal
age."

we fe~l these existing regulations are more than a~equate £o
protect all Wash!n~ton residents, both ~oung and old. Bear
d~n’t cause abuse or ille~al ~n~mp~Ion Just as automobile a~s ’
d~n’t cause hlghwa~ death a~d soft drink a~ ~on,t aause tooth
decay. Therefore, further regulatlon or bans (as being "
~onsider~d by r~le LegIslat~Ire} won’t be uffective a~d aren’~
needed.

Thank you for your conslderatlon.

Phllllp H. Walrt
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